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Aim: The aim of this study is to address the determinants and consequences of after complaint satisfaction in
terms of loyalty when complaints are filed via a service provider’s website. Most studies have looked at more
traditional communication channels such as face to face (thus more personal and less automated).
Scope: An empirical research among customers of a large telecommunications company who filed their complaint
via the service provider’s website helps us to offer a clear understanding of how to handle complaints in order to
create after complaint satisfaction and loyalty. The telecommunications industry is a highly competitive market
where customers have many options to choose their service provider. This would assume that handling complaints
to the customers’ satisfaction is more important than for companies in less competitive markets, because custom-
ers are able to choose between multiple service providers.
Conclusion: There are five determinants in creating satisfied customers who filed their complaint through the Internet:
a quick response, apology, attention, correction, and doing a follow up. Two dimensions that influence after com-
plaint satisfaction can be distinguished: the outcome and the handling dimension. After complaint satisfaction has
the largest impact on word of mouth and it has a positive impact on repurchase intention and price (in)sensitivity.
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